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Introduction: Improving well-being through transformative service has been highlighted as a 
research priority in recent years (Ostrom et al., 2010; 2015) with traditional service research 
criticised for rarely considering the broader outcomes resulting from service experiences (Anderson 
et al., 2013). With continuous usage of service and a number of interactions that customers have 
with services and service systems in their daily lives, it becomes critical for researchers to look 
beyond typical service measures like customer satisfaction and loyalty, and investigate the 
transformative outcomes that can potentially be resulted from service experiences (Anderson et al., 
2013; Ostrom et al., 2015). To date, studies have neglected the possible effects of service 
experiences on customers lives, particularly in the context of well-being within every-day or 
otherwise mundane service settings, including commuting experiences by public transport, the 
context for this study.  
Customer experiences do not occur in a dyadic but in a dynamic nature, consisting multiple touch 
points and stages in the course of the journey (Lemon & Verhoef, 2016). Despite the increasing 
interest in customer experiences, there is a limited empirical work from the customer journey 
perspective (Lemon & Verhoef, 2016; McColl-Kennedy et al., 2015; Voorhees et al., 2016). How the 
experiences evolve across multiple touch points and stages during the entire journey, and how these 
relate to the overall experience and key customer outcomes still remains under-researched (Lemon 
 ?sĞƌŚŽĞĨ ? ? ? ? ? ? ?ĐĐŽƌĚŝŶŐůǇ ?ƚŚŝƐƐƚƵĚǇĞǆƉůŽƌĞƐƚŚĞĐƵƐ ŽŵĞƌƐ ?ĐŽŵŵƵƚŝŶŐũŽƵƌŶĞǇďǇ
understanding the flow of interactions and possible touch points that customers typically follow 
along the journey, and also to gain an insight of the potential effects that it has on the overall 
commuting experience and customer well-being. By exploring across the entire customer journey, 
this study not only contributes to the conceptualisation of the notion of a holistic and dynamic 
customer journey, but also provides a different perspective of the transformative effect of such 
everyday experiences which do not have implicitly transformative goals as opposed to more 
transformational services such as healthcare and education. 
Theoretical Framework: Scholars and practitioners have come to agree that customer experience is 
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sufficient (McColl-Kennedy et al., 2015). Recently, Lemon and Verhoef (2016) propose a process 
model for customer journey and experience, emphasising the flow of customer experience process 
from pre-purchase to purchase to post-purchase, and different touch points including brand-owned, 
partner-owned, customer-owned, and social/external touch points. The importance of touch points 
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(Lemon & Verhoef, 2016). Furthermore, it is not a single touch point that affects the overall service 
experience, but more broadly the interplay between, and the combined effect of, all touch points 
(Pareigis, Edvardsson, & Enquist, 2011), thus a holistic examination of the effect of touch points 
throughout the journey is needed. However, when examining dynamic effects of these touch points, 
existing researchers do not account for the possible existence of halo effects that may occur along 
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think of the people in general as rather good or rather inferior and to colour the judgements of the 
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investigated halo effects in the context of satisfaction both fƌŽŵĐƵƐƚŽŵĞƌƐ ? ?DŝƚƚĂů ?<ƵŵĂƌ ? ?dƐŝƌŽƐ ?
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have applied it on brand studies (e.g. Borah & Tellis, 2016; Leuthesser, Kohli, & Harich, 1995) and 
store image measurement (Wu & Petroshius, 1987). Similar to the studies discussed above, a halo 
effect is expected to exist in the context of the customer journey in that the experience at one touch 
point can influence experiences at other touch points across the journey and the experience overall. 
Additionally, the possible existence of a halo effect in relation to the link between customer 
experiences and the state of customer well-being, to date, has not been addressed. 
Methodology: ǆƉůŽƌŝŶŐĐƵƐƚŽŵĞƌƐ ?ĐŽŵŵƵƚŝŶŐĞǆƉĞƌŝĞŶĐĞrequires an insight into the touch points 
that customers typically encounter in the course of a journey. A qualitative research approach, using 
both the critical incident technique (CIT) and sequential incident technique (SIT), was employed to 
build an in-depth and holistic understanding of the phenomenon. For the purpose of this study, the 
process-oriented approach of SIT is useful to elicit the description of touch points encountered by 
informants during their commuting journey, while the CIT helps to capture a specific touch point or 
journey that may seem less noticeable to the informant when asking about such a mundane activity 
but does have an impact to the overall experience and well-being. Being known as story-telling 
methods, interviews have been commonly utilised for both the CIT and SIT. Data collection is work in 
progress but, to date, 16 semi-structured interviews have been conducted in Glasgow with different 
modes of public transport and length of journeys. The informants were selected using the snowball 
sampling technique where a small group of initial informants were asked to provide referrals who 
share or know of others who commute by public transport that make them eligible for inclusion in 
the study, and this process, to date, will continue until the data saturation is achieved (Corbin & 
Strauss, 2015). The data obtained from the interviews have been transcribed and analysed 
thematically with the aid of Nvivo.  
Findings and discussion: Data reveals some distinct elements of customer experience touch points 
across stages of the commuting journey, providing an insightful contextualization to the conceptual 
model of customer journey and experience (Lemon & Verhoef, 2016). By exploring the entire 
journey, different touch points, including brand-owned, partner-owned, customer-owned, and 
social/external-owned touch points (Lemon & Verhoef, 2016), can be mapped out across different 
stages of the commuting journey to see which touch points are more relevant to specific stages. This 
study discovers that not all touch points occur at each stage and the overall commuting experience 
can be a result of a combination of relevant touch points for a specific journey. However, at some 
points there are one or more touch points that can significantly affect commuters, transforming not 
only their everyday experiences but also their sense of well-being. One participant (Informant 11), 
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there was one time, it was raining in Glasgow. I pressed the bell for the bus to stop, but there were 
road works at the place where the bus was supposed to stop. The next stop is far away. Because of 
the driver was very nice, he stopped at where I want even though it was not the stop for this 
number of the bus. He was very helpful and I was happy and grateful for the driver. It was a good 
ĞǆƉĞƌŝĞŶĐĞĨŽƌŵĞ ? ?tŚĞŶŚĞǁĂƐĂƐŬĞĚĂďŽƵƚŚŽǁƚŚŝƐƉĂƌƚŝĐƵůĂƌĞǆƉĞƌŝĞŶĐĞĂĨĨĞĐƚĞĚŚŝƐǁĞůů-
ďĞŝŶŐ ?ŚĞƐĂŝĚ ‘ǇĞƐ ?ŝƚĂĨĨĞĐƚĞĚŵĞ ?/ƚŐĂǀĞŵĞĂŐŽŽĚƐŝŐŶƚŚĂƚŵŽƐƚof the drivers are like that, so the 
next day when I wanted to take the bus, I was still feeling happy. Even it affected me at work, if he 
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bad migraine, noises can really affect me and I am not a great traveller so I can feel quite sick 
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ĚŽƚŽĐŚĂŶŐĞĂĐƵƐƚŽŵĞƌ ?ƐƉĞƌĐĞƉƚŝŽŶŽĨƚŚĞŽǀĞƌĂůůĞǆƉĞƌŝĞŶĐĞďĞĐĂƵƐĞŽf specific touch points, and 
making the mundane experience as more transformative. 
Conclusion: This study expands the general understanding of service experience and advances our 
ŬŶŽǁůĞĚŐĞĂďŽƵƚĐƵƐƚŽŵĞƌ ?ƐǁĞůů-being, by contributing a new theoretical insight of transformative 
service experience in everyday service settings. Apart from the theoretical contribution, the holistic 
examination of the customer journey informs practitioners and organisations of the importance of 
different touch points throughout the commuting journey, so that relevant managerial actions can 
ďĞŝŵƉůĞŵĞŶƚĞĚƚŽŵĂǆŝŵŝǌĞĐƵƐƚŽŵĞƌƐ ?ǁĞůů-being. 
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